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Global Trade Performance At A Glance
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Total World Trade Fluctuates

World Total Merchandise Exports in US Dollars
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Volume Trend Shows Fairly Consistent Growth

Volume of World Merchandise Exports, 1990-2015
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World Agriculture Trade Continues to Grow

World Total Agricultural Exports in US Dollars
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Global Growth in Packaged Foods
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B
Vegetables and Fruit the Mainstay of Global Fresh Food Consumption

Fresh Food: Map Showing the Fastest Growing Category over the Historic Fresh Food: Top 16 Markets 2017
Period in Each Market kg Per Capita/Per Household

China

United Arab E..
Brazil

Morocco
Russia

Spain

India

Mexico

Italy

Australia

us

Germany

UK

Japan

France

South Africa

o
()
=
=]

400

B Vegetables B starchy Roots B Eges
B Fruits B Sugar and Sweeteners [l Pulses

B Meat [l Fish and Seafood B nNuts

© Euromonitor Interr mEURO MONITOR
ational
Source: Euromonitor FUSSpOIt INTERNATIONAL



Rapid urbanisation,
accelerating migration
and population ageing
are the most important

forces of global

population change as
they have the power to
transform the world we
live in.




600,000
500,000
400,000
300,000
200,000
100,000

0

Population Growth Driver of Trade

Population Growth in '000: 2017 through 2030

( Developing regions present )
population growth of more than
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Urbanization Expands Trade m'

Urban vs Rural Population Growth 2030
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Impacts of Urbanisation

Rise of single Later parenting; Expanding Better access to Better
persons shrinking middle class with education connectivity

families rising incomes

High costs of Pressure on Less time for Pollution and Large gaps

housing; small infrastructure leisure and related health between ‘haves’
living spaces and services physical activity issues and ‘have nots’
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Disposable Income Growth Provides More Purchasing Power

Disposable Income by Region Historic/Forecast
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North Carolina Agriculture

. NC is 2% of the Ag
total in US world trade

“Sweet 16”
# 16 Export State
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Agriculture Total Exports North Carolina vs. United States
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North Carolina Exports

High %
Growth
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North Carolina Top Markets
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What are Megatrends?

Megatrends

Shifting Market
Frontiers

Shopping
Reinvented

SHIFTING
ECONOMIC POPULATION

POWER CHANGE

Premiumisation

Drivers

TECHNOLOGY

ENVIRONMENTAL

SHIFTS AND

PRESSURES

&

CHANGING
VALUES
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I
The Megatrends Hierarchy in Food

A

Premiumisation is
paramount across all
regions, primarily
impacting snacks.

Apparent in down-
trading and shrinking

households, this trend
mainly impacts staple
food categories.
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Healthy Living

Premiumisation
Ethical Living
Experience More

Shopping Reinvented

Shifting Market Frontiers

Middle Class Retreat

Connected Consumers

e e e

Healthy Living is at the top of the food pyramid,
impacting almost all categories and geographies in food.

Brought by “Generation of X”, ethical living is the fastest
spreading megatrend in foods.

Experience More and Shopping Reinvented relate to the
delivery of food, and are more prevalent across
developed markets and tier-1 cities of emerging markets
to increase brand engagement through experiential
shopping.

Resulting from rising immigration of the Muslim
population across the world, this trend impacts mainly
cooking ingredients and meals.

A non-product proposition manifesting itself via social
platforms, digitally-enabled or enhanced supply chains
and distribution practices. It is becoming increasingly
common in Asia Pacific, but also in metropolitan cities
such as New York, London and Hong Kong.
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3 Elements of Healthy Living

Prevention Lifestyle
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Image Source (left to right): digitalcare.org, LAMARCALAB.com, aromaweb.com, food manufacture, nutraingredients, YouTube, SmegUK, Evening Standard, Arenas del Mar
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Premiumisation in Action: Key Trends

Curation and
Partnership
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Permission to Health is the New
Indulge Wealth
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Key Take Aways...

e ..Agriculture is a Big Part of Global Trade Growth

N
e ...Understand Your Consumer
J
N
e ..Trade is Going to Happen No Matter What
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Thank you

Patti LaGuire // Senior Government Account Manager
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